Fundamentally, people don't buy what you sell; they buy what you stand for. This is because whatever you sell these days can, broadly speaking, be bought elsewhere. And even if it can't be bought elsewhere at the moment, it won't be long before it can. This means the most successful customer-facing business models are now built to acknowledge the simple truth that now, as never before, people have real choice.
So, to attract more of the world's increasingly discerning customers and incidentally, more of the world's increasingly important talent, the world's most successful companies understand what business they are in. Adopting the holistic mindset of being in the 'business of being chosen. ' To understand how to be chosen by more customers, more often, the world's most successful organizations know precisely why they exist (their purpose) and diligently celebrate this fact at every opportunity. Indeed, it helps them recognize what a good decision looks like when presented with options or the need to find solutions to challenges. These days it is with this scrupulous attention to purpose that the more progressive, more successful businesses view shareholder value as an outcome, not a purpose.
Interestingly, the truly successful modern businesses are now focusing increasing levels of energy shifting their emotional center of gravity to 4
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Based on personal research and observations, this guest chapter, with the aid of two case studies, 1 will take a brief look at What, Why, and How the world's top performing retailers are winning the war for the modern customer.
Interestingly, the reader may find themselves asking the same question I have been asked many times. 'Why didn't one of the major retail banks feature in the book?' And if I may, I will make a simple and respectful response, please read this chapter.
What

So what business are you in?
Whether it be at a business school, conference, or corporate mindset workshop, I often start the sessions by asking my audience to stand up, and to only remain standing if what they sell can't fundamentally be bought elsewhere. After a few seconds and a bit of shuffling around, deep thinking, or peer pressure, the audience starts to sit down. I then help any remaining people to sit down by reminding them a little black dress with a unique bow, a washing machine with an exclusive wash cycle or an accountant with a proprietary accounting process is not selling anything fundamentally different. From a customer's point of view, they are selling a solution to something they want or may want, with the inconvenient truth to the seller that there are many other places the customer can go to broadly satisfy that need or be inspired to buy something very similar, if not identical.
A little black dress is a little black dress, and there are lots of different ones 'to die for.' A mortgage is a mortgage; a tomato is a tomato. Indeed, the really inconvenient truth is if what you're selling is truly unique, you can be sure it won't be long before it's copied in some guise or another.
So, I then challenge my audiences to embrace the concept that success in business comes from adopting the holistic mindset of being in a permanent state of 'being in the business of being chosen,' in fact, embracing the idea that they are in the business of being chosen, whether their expertise is in fashion, or finance, or food, or whatever.
